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“WITH  A MAID  AND  FOURTEEN 
TRUNKS” 

HE  telephone  rang,  and  from  the 
dock  where  the  great  liner  had 
discharged  her  passengers,  came 
the  voice  of  the  eldest  son. 

“Mary’s  here,  with  a maid 
and  fourteen  trunks,  looking  like 

a Queen.” 

Then  things  at  the  country  home  began  to 
move — rapidly.  Mary’s  arrival  had  made  an 
impression,  an  unexpected  impression.  Whereas 
it  had  been  known  by  the  hostess  “about  to  be” 
that  Mary  lived  in  comfort  and  moderate  luxury 
on  a glorious  English  country  estate,  it  had 
hardly  been  surmised  that  she  would  bring  it 
all  with  her. 

The  casual  carefree  less  formal  home  on  this 
side  of  the  water  had  not  pictured  the  particular 
need  of  a personal  maid  with  Mary  and  accom- 
modation had  to  be  arranged  accordingly,  and 
then  fourteen  trunks. 


These  pages  are  printed  on  our  “Byronic  Book” 


What  did  the  “dear  girl”  expect  to  happen 
while  she  was  here  in  Canada? 


Mary  certainly  made  an  impression  and  as  for 
Jackson,  the  supervising  gardener,  stableman, 
plumber  and  chauffeur,  he  was  appalled. 
“My  Lord ! I hope  she  knows  which  one  of  these 
trunks  she’ll  need  at  once,  because  we’ll  never 
get  them  up  to  Hilltop  in  the  Ford  in  less  than 
seven  loads.” 

If  the  above  weren’t  99%  true  story  it  would 
still  have  just  as  good  a moral. 

Innocent  Mary  had  no  desire  to  put  on  swank, 
it  seemed  quite  natural  to  her. 

But  aside  from  Mary’s  motive,  have  you  never 
received  through  the  mail  a bit  of  advertising 
which  made  you  feel  that  the  product  was  one 
which  perfectly  naturally  would  travel  with  a 
maid  and  fourteen  trunks,  because  it  was  so  good 
and  so  beautifully  and  enticingly  presented. 

Then  forgetting  innocent  Mary  and  her 
motives  why  wouldn’t  a bit  of  subtle  strategy,  to 
create  this  fourteen  trunk  and  maid  impression, 
be  helpful  in  shaking  out  some  of  the  common- 
place dust  of  routine  presentation,  perhaps  in 
connection  with  your  own  products.  Why 
wouldn’t  it  ? 


Forget  the  business  outlook.  Just  be  on  the 
lookout  for  business.  — Quids  and  Quads. 
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HOW  THE  DECKLE  EDGE 
IS  MADE 

STRICTLY  speaking,  the  deckle  edge  on 
paper  is  not  made — it  is  just  left  on  as  it 
comes  from  the  machine.  The  pulp  from 
which  the  sheet  of  paper  is  formed  is  pumped 
out  onto  a wide  endless  copper-wire  screen, 
known  in  the  paper-mill  as  the  “wire.”  When 
first  introduced  to  the  wire  the  pulp  is  in  liquid 
form,  then  as  it  advances  toward  the  dryers, 
being  carried  by  the  rotation  of  the  wire,  the 
water  is  largely  extracted  and  the  liquid  pulp 
gradually  becomes  a sheet  of  paper.  While  the 
sheet  is  still  very  wet,  and  consequently  very 
tender,  a fine  stream  of  water  cuts  off  the  irre- 
gular edge,  making  it  straight  though  somewhat 
ragged.  This  is  the  deckle  edge. 

— Mopaco  Trail. 

♦ ♦ ♦ 

There  are  three  well  established  Beaver  “S” 
Brands  which  are  made  with  deckle  edges. 
The  last  two  issues  of  the  Crest  have  featured 
our  newest  and  highest  grade  book  paper, 
“Carlyle  Japan”  which  is  obtainable  in  White 
and  India  Tints  and  in  two  finishes.  Antique — 
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representing  the  rough  crafty  appearance  and 
feel  of  the  fine  hand  made  papers  those  of  great 
strength,  while  Plate  finish  is  a highly  polished 
surface,  but  not  glossy,  with  the  same  basic 
strength. 

Bard  of  Avon, not  quite  as  expensive  as  Carlyle 
Japan,  is  also  available  in  two  shades.  White  and 
Toned,  in  a beautiful  antique  surface  only, 
whereas  further,  Byronic  Book  fills  a great  service 
with  its  several  colours,  really  delightful  pastel 
shades,  and  white.  1 1 is  an  excellent  book  paper 
of  lower  price  which  carries  with  it  a decided 
impression  of  high  quality. 

No  substitute  or  makeshift  has  ever  been 
devised  to  supplant  the  effective  tone  given  to 
booklet  or  folder  by  the  use  of  the  deckle  edge, 
it  is  the  “book-paper”  mark  of  art  and  beauty. 

By  way  of  suggestion  when  planning  work  with 
a deckle  edge  co-operate  closely  with  your  printer 
particularly  as  to  size  and  shape  as  such  will 
affect  just  where  the  deckle  will  appear  and  how 
many  pages  will  have  its  edge  in  the  book. 

♦ ♦ ♦ 

ALL  WOOL  AND  A YARD 
WIDE 

THE  value  of  an  article  is  not  in  the  article 
itself.  It  is  in  the  customer’s  conception 
of  the  article.  If  he  doesn’t  see  value,  it 
isn’t  there,  so  far  as  the  sale  is  concerned. 

Ruth  Leigh  in  “ Printers’  Ink  ” 


PUT  THE  CLIMAX  IN  A 


LETTER 


IF  we  sat  down  and  tried  to  put  into  the  form 
of  a drama  the  development  of  a sale  we  would 
find  that  we  go  through  several  processes. 


First  an  idea  as  to  something  to  make,  it  may 
be  new,  it  may  be  better  than  competitors,  it  may 
be  cheaper,  it  might  be  more  convenient,  etc. 


Then  we  face  the  problems  of  production 
quantity,  material,  operations,  packing,  etc. 


And,  lastly  we  come  to  the  sales,  the  problem 
of  getting  orders,  distribution  methods,  dis- 
counts, etc. 


If  we  divide  the  last  act  into  a number  of  scenes 
and  hold  the  element  of  desire  prominently 
enough  before  our  audience  we  should  be  suc- 
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cessful.  Let  us  call  up  a qualified  actor  to  fill 
the  part.  “Sales  Letter”  so  let  us  designate  him. 
What  will  he  do  ? Firstly  he’s  personal.  When 
it  comes  to  money  we  need  the  personal  touch. 
Were  our  salesmen  everywhere  at  once  we 
wouldn’t  need  the  Sales  Letter.  But  as  we  all 
face  overhead  and  the  necessities  of  profits,  let’s 
consider  the  Sales  Letter,  what  will  it  do  ? 

It  will  fill  in  before  and  after  the  call  of  the 
salesman,  will  boost  his  sales  and  company’s 
profits.  It  helps  to  get  attention  to  the  cata- 
logue or  booklet.  It  makes  specific  suggestions 
as  to  either.  It  paves  the  way  to  orders.  It 
follows  up.  It  can  carry  enclosed  an  order 
blank,  and  if  used  in  the  modern  four-page  letter 
way  it  can  deliver  a personal  typewritten  letter 
on  page  one  and  use  the  other  three  pages  for 
printed  description  and  illustrations.  It,  in 
this  costume,  succeeds  in  getting  a lot  of  very 
specific  attention. 

You  may  use  it  to  go  direct  to  consumers 
— Mail  Order  Business. 

You  may  use  it  in  co-operation  with  your 
retailers,  mailing  direct  or  letting  them  mail  to 
their  own  list  of  customers. 

You  may  make  dealer  sales  direct  through  its 
service  or  in  turn  help  your  jobbers  and  dis- 
tributors to  sell  the  dealer. 

You  may  have  consumers  or  dealers  all  ready 
to  buy  previous  to  sales  calls  by  its  “interest 
arousing”  suggestions. 


And  when  interest  and  contact  have  been 
established  you  can  put  the  climax  to  the 
“sewing”  and  “inquiry  reaping”  and  close  orders. 

One  letter  will  not  do  all  these  things  but  a 
series  will,  has  and  is  doing  it  to-day  for  many 
firms. 

Inasmuch  as  you  will  be  talking  to  a large 
audience,  careful  attention  to  the  draughting  of 
the  letter  is  important  and  worthy  of  many 
minutes. 

The  personal  climax  attending  the  receipt  of  a 
letter  rings  down  the  curtain  on  many  an  order. 

# ♦ ♦ 

An  old  man  appeared  at  the  Congressional 
Library  and  asked  for  the  appointment  of 
librarian. 

“Can  you  read  and  write?”  he  was  asked. 

“No,  sah.  No,  sah.” 

“Then,  how  do  you  expect  to  be  a librarian?” 

“Well,  to  tell  de  truth,  sah,  ah  don’t  expects 
to  be  librarian.  Ah  wants  to  be  porter.  But 
ah’s  aiming  high  to  hit  low.” 

—The  Shield. 

♦ ♦ ♦ 

“There  never  was  anything  made  but  what 
someone  else  could  make  it  worse  and  sell  it  for 
less.” 


— Exchange 
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THE  MAN  WHO  IS  SQUARE 


PASSING  the  buck”  when  you’re  out  of 
luck,  started  long  ago;  when  Adam 
blamed  Eve  for  the  apple  she  gave  the 
time  he  “stubbed  his  toe.”  Ever  since  then, 
in  the  ranks  of  men,  taking  them  high  or  low, 
the  coward  at  heart,  who  shirks  his  part,  has 
tried  to  dodge  the  blow. 

The  man  who  aims  high  but  fails  to  get  by,  and 
blames  the  fellow  below,  need  never  aspire  to 
climb  any  higher — he’s  geared  to  travel  “in  low”. 
There’s  always  a place  for  the  man  with  the 
grace  to  admit  it  when  he  is  to  blame;  who  says, 
“It’s  on  me  but,  by  Jiminy,  it  never  can  happen 
again!” 

If  you  would  succeed,  there  is  no  better  creed, 
than  that  of  the  man  who  is  Square:  “I’ll  take 
what  is  mine,  without  whimper  or  whine;  above 
all  else  I’ll  be  fair;  so  happen  what  may,  at  the 
close  of  each  day,  I can  say  to  my  God,  “I’ve 
been  Square.”  By  F.  W.  Jameson  in  "Forward." 


“EVERY  TIME  WE  BUY  PRINTED 
MATTER  WE  BUY  PAPER” 

IF  we  will  think  of  this  carrier  of  thought, 
suggestion,  and  record  as  it  impresses  us  all 
we  will  find  that  it  has  an  uncanny  way  of 
slipping  between  our  fingers  and  registering  a 
favourable  or  unfavourable  response. 

So,  with  our  eyes,  we  see  its  clean  whiteness  or 
delicate  tint  or  we  are  affected  by  its  strong  even 
colouring. 

We  all  know  the  clean  sharp  crackle  we  expect 
from  high  class  bonds.  We  look  for  finish  and 
strength  to  withstand  wear,  tear  and  erasures  in 
ledger  papers  and  when  we  come  to  book  papers 
we  open  a field  of  investigation  to  determine 
which  quality,  brand,  colour  and  finish,  along 
with  fine  printing  will  create  the  desired  and 
deserved  reaction  to  our  product. 

In  the  summer  months  printing  may  be  put 
in  hand  to  prepare  for  Autumn  and  Winter 
Sales.  Advantages  as  to  price  and  time  are 
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easily  available  during  this  period  and  thought- 
ful work  well  prepared  and  finely  produced  will 
bring  more  than  paper  profits  in  the  coming 
selling  seasons. 

♦ ♦ ♦ 

Don’t  fail  to  read  the  article  beginning 
on  page  12.  It  suggests  that  many 
times,  in  spite  of  appearances  “They 
are  not  always  ‘ all  there.’” 

♦ ♦ ♦ 

HOW  ONE  CONCERN  SOLVED  ITS 
PAPER  PROBLEMS 

IT  is  quite  some  time  since  the  occasion  of  a 
meeting  with  a large  buyer  of  stationery. 
He  had  hardly  passed  the  time  of  day  when 
he  fired  out  two  questions:  “How  is  one  expected 
to  assimilate  all  the  advertising  Paper  Mills 
issue  and  still  be  able  to  judge  which  grades 
should  be  used  for  each  purpose?  Why  don’t 
you  come  and  see  us  and  look  into  our  own  indi- 
vidual requirements,  or  better  still,  I will  send 
you  samples  of  each  of  my  forms;  check  them 
over  and  then  come  and  see  me?  I want  to 
have  the  satisfaction  of  knowing  that  I am  using 
an  economical  paper,  not  only  for  my  letter- 
heads and  ledger  sheets,  but  for  all  of  my 
office  forms.” 

Within  a day  or  so  these  forms  were  received, 
carefully  checked  over  by  our  Service  Department 
and  returned  with  suggestions  which  proved  to 
be  the  means  of  effecting  considerable  saving. 


This  buyer  went  a step  further  and  ordered  a 
special  loose  leaf  binder  and  pasted  a sample  of 
each  in  the  book  with  the  following  details 
written  below  each: — 

Form  No 

Form  Name 

Size 

Paper 

Requires 

Remarks 

This  operation  took  a little  time  but  to  use  his 
remarks,  it  just  made  all  the  difference  between 
handling  the  orders  for  stationery  supplies  in  a 
haphazard  manner  and  having  them  where  you 
know  at  a glance  just  what  is  required  for  each 
form. 

♦ # ♦ 

AN  OBJECT  LESSON 

A CERTAIN  sea  captain  and  his  chief 
engineer,  tired  of  endlessly  debating  which 
the  ship  could  more  easily  dispense  with, 
decided  to  swap  places  for  a day.  The  chief 
ascended  to  the  bridge  and  the  skipper  dived 
into  the  engine-room.  After  a couple  of  hours, 
the  captain  suddenly  appeared  on  deck  covered 
with  oil  and  soot,  and  generally  the  worse  for 
wear. 

“Chief!”  he  called,  wildly  beckoning  with  a 
monkey  wrench.  “You’ll  have  to  come  down 
here  at  once.  I can’t  seem  to  make  her  go.” 
“Of  course,  you  can’t,”  said  the  chief,  calmly 
removing  his  pipe  from  his  mouth.  “She’s 
ashore.”  — Bottles. 
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THEY’RE  a fine  outfit  alright,”  said  the 
Officer  Commanding.  “I  guess  we’re  the 
best  Cavalry  Regiment  in  the  Volunteer 
forces  of  our  country.  We’ve  a fine  Armoury. 
We’ve  modern  equipment  always  kept  up  to 
the  last  minute  and  we  have  a fine  upstanding 
lot  of  men,  who  know  their  work,  and  have 
a lot  of  spirit  and  morale.  Yes,  I guess  we’re 
all  right,  but — 

“But  what”,  inquired  his  listener. 

“But  as  a cavalry  regiment,”  continued  the 
narrator. 

“What  makes  a cavalry  regiment  different 
from  any  other?” 

“Not  much  perhaps,  but  you  see  we  haven’t 
any  horses.” 

Just  before  putting  O.K.’s  to  your  annual 
campaign  perhaps  a recollection  of  this  story 
may  be  helpful. 

“It's  a fine  plan  of  campaign”,  we  might  often 
say,  “but  we  haven’t  any  booklet.” 

Now  “booklet”  may  be  anything  from  a 
folder  to  a bound  volume,  but  as  used  here  it’s 
meant  to  cover  what  might  be  called  the  complete 
sales  effort  at  one  reading.  1 1 may  be  a summing 
up  of  the  main  points  of  the  publication  cam- 
paign. The  presentation  of  all  the  ins  and  outs 
which  should  enable  the  buyer  to  make  a decision 
with  all  the  facts  in  front  of  him  that  he  wants 
your  product  now  that  he  knows  all  about  it. 


If  it  is  the  daily  “Small  amount  purchase  price 
product”  which  is  striving  to  change  the  habits 
of  buyers  towards  itself,  there’s  a story  which 
can  be  told,  perhaps  only  in  four  or  eight  pages. 

Experience  also  shows,  while  we’re  on  this 
subject,  that  readers  of  publication  advertising 
are  sometimes  lazy  and  don’t  always  respond  to 
a coupon  request  to  send  booklet. 

There  are  many  economical  ways  to  distribute 
the  complete  story  to  your  market,  as  well  as 
including  “the  send  for  booklet”  suggestion  in 
you  general  copy. 

“It’s  a perfect  campaign,”  has  also  been  said, 
“because  they  tie  the  whole  effort  around  the 
getting  of  a booklet  with  the  whole  story  into 
the  consumers’  heads.” 

♦ ♦ # 

HOW  DO  THEY  DO  IT? 

A SHORT  time  ago  we  suggested  that  a 
comparison  of  the  quantity  of  motor  car 
advertising  as  compared  with  other  ad- 
vertising of  a good  many  commodities  pointed  a 
moral  as  to  why  a good  many  other  commodities 
were  not  selling  to  the  satisfaction  of  their  res- 
pective Boards  of  Directors. 

A young  lady  friend  of  ours,  a month  or  six 
weeks  ago,  blithely  walked  into  the  bazaars  and 
trading  places  of  motordom,  presented  a per- 
fectly good  check  for  $700.00  on  a perfectly  sound 
bank  and  rode  home  in  what  looked  to  be  a very 
likeable  second  hand  automobile. 
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Yes,  she  could  afford  the  $700.00  but  she  could 
not  afford  an  additional  $700.00  to  go  to  dress 
makers,  clothing  manufacturers,  railroads,  hotels, 
shoe  manufacturers,  interior  decorators  and 
drug  stores,  etc.  Perhaps  the  moral  is  now 
clear.  The  Motor  Car  people  got  the  money — 
not  the  others  who  want  it  just  as  much. 

They  have  a wonderful  appeal  these  motor 
manufacturers  ’tis  true,  and  they  never  seem  to 
let  you  forget  it  either  and  if  sales  effort  is 
deserving  of  reward  it  seems  right  that  motors 
should  be  bought. 

Possibly,  someone  will  remark,  “Yes,  true! 
but  the  motor  manufacturer  is  going  to  be  up 
against  it  economically.  He’s  about  got  a satu- 
rated market  on  his  hands  and  he  knows  it.” 

Well  Quien  Sabe?  Time  will  tell. 

Meantime  even  this  year,  with  business 
“quiet,”  people  are  paying  hundreds  and  thou- 
sands for  luxurious  transportation  and  country 
airings,  and  neglecting  the  possibilities  of  beauti- 
ful books,  new  and  better  furniture,  new  clothes, 
refreshened  and  repainted  homes,  etc. 

At  least  we  can  conclude  that  if  the  auto- 
mobile maker  is  fighting  because  of  what  may 
come  he  knows  what  weapons  to  use,  he  knows 
that  advertising  sells  motor  cars. 

Henry  Ford,  we  are  informed  by  Printers’  Ink, 
will  this  year  spend  over  $7,000,000  in  advertising. 
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“Well,  he  can  afford  it,”  comes  a retort. 

In  conclusion  may  it  be  said  that  excepting  the 
Peace  Ship  very  few  of  Mr.  Ford’s  “foolish 
notions”  seem  quite  so  silly  when  time  has 
mellowed  enough  to  produce  the  facts  and  the 
results  and  in  reply  to  the  above  retort  may  it  be 
said  that  even  Mr.  Ford  cannot  afford  to  spend 
$7,000,000  in  advertising  for  very  long  unless 
he  sells  his  cars,  which  he  seems  to  be  doing  and 
no  one  would  surely  suggest  that  Mr.  Ford 
doesn’t  know  how  to  sell. 

Apparently  there  is  no  reason  to  doubt  Mr. 
Ford’s  selling  ability  in  view  of  the  fact  that 
public  announcement  has  recently  been  made 
that  the  ten  millionth  car.  Model  T,  was  com- 
pleted on  June  5th  of  this  year,  whereas  the  first 
of  this  same  model  was  finished  only  as  recently 
as  October,  1908. 

♦ ♦ ♦ 

Bring  me  men  of  lofty  vision. 

Bring  me  men  of  hopeful  cheer. 

Men  of  pride  and  high  derision, — 

Bring  me  men  who  mock  at  fear. 

Bring  me  men  to  watch  my  mountains, 
Bring  me  men  to  watch  my  plains; 

Men  with  blood  like  tossing  fountains, 

With  new  eras  in  their  brains. 


■S.  W.  Foss 


I’ve  often  stopped  to  wonder 
At  fate’s  peculiar  ways; 

For  nearly  all  our  famous  men 
Were  born  on  holidays. 

— Princeton  Tiger 

* * * 

Haste  makes  work  which  caution  prevents. 

— W.  Penn 

* * * 

The  most  agreeable  of  all  companions  is  a 
simple,  frank  man,  without  any  high  pretensions 
to  an  agressive  greatness ; one  who  loves  life  and 
understands  the  use  of  it;  obliging,  alike,  at  all 
hours;  above  all  of  a golden  temper;  and  stead- 
fast as  an  anchor.  For  such  a one  we  gladly 
exchange  the  greatest  genius,  the  most  brilliant 
wit,  the  profoundest  thinker. 

— Lessing 

* * * 

There  may  be  a wrong  way  of  doing  right  but 
there  isn’t  any  right  way  of  doing  wrong. 

— Masons  Monthly 

* * * 

“Our  doubts  are  traitors,  and  make  us  lose 
the  good  we  oft  might  win,  by  fearing  to 
attempt.” 

— Shakespeare 


These  pages  are  printed  on  our  "Byronic  Book” 
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Sort 

for 

Specify 

Inter -Company  forms, 
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forms,  etc. — 

c 

♦ 
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^ Number  Six,  Progress, 
Victory  Bonds. 

♦ 

Better 

Kind 
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Statements,  Records,  | 
Letterheads,  Policies, 
etc. — 

Booklets — b 

ETTER  KING 

Genoa  Bond,  Tribune 
Bond,  Bell-Fast  Bond 
and  Ledger. 

* Byronic  Book • 
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for 

Letterheads,  Bonds, 
bentures,  Executive 
tionery,  Policies 
Ledgers,  etc. — 

Booklets — 
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BEST  OF  ALU 


H.  S.  P.  Extra  Strong,  Steel 
Plate  Bond,  Krypton  Parch- 
ment, Krypton  Linen  Laid, 
Royal  Record  and  Royal 
Record  Ledger,  Chaldean 
Vellum. 


Carlyle  Japan,  with  deckle  edge 
Bard  of  Avon,  with  deckle  edge . 


Beaver  “ S”  Made  in  Canada . 


